Introduction
The scarce availability of drinking water is becoming more of a worldwide issue every day. Industrialization and the development of transport infrastructure are to be considered as some of the main water polluters, which is a serious threat to our modern society. Therefore, people today have started to adopt different strategies for fulfilling their drinking water needs with specific attention to their health. The Kosovo Agency of Statistics (ASK 2018) has published Water Statistics in Kosovo for 2016 -2017 . In 2016 .59% of Kosovo's population was supplied with potable water through public systems managed by the regional water companies, while about 10.41% of the population did not have access to water supply services. Although a large part of the country is supplied with potable water from local public companies, there is an ongoing increase in the number of businesses that process bottled water. This is also due to the fact that the demand for bottled water is also increasing. According to data obtained by the Ministry of Trade and Industry, the Kosovo Business Registration Agency shows that since 2012, there has been an increase of 36% in the number of registered businesses for the production of bottled water, mineral water and refreshing drinks. According to Ferrier (Ferrier 2001) , the increased trend of bottled water consumption reflects our modern way of life. The same study argues that the development of urbanization deteriorates the quality of tap water and, on the other hand, the growing standard of life enables people to bring home more heavy and expensive bottled water. Furthermore, de França (Doria 2010) argues that bottled water consumption is related to demographic factors such as race, income and gender -unlike education and income, which were found to be associated with the perception of risk when drinking tap water. This made the water processing companies to realize the need for bottled drinking water and the power of profit generation from the market. As argued by (Nikitaeva 2012) , in today's highly competitive business environment, an attractive, valuable package may be the last chance for the seller to influence the buyers' purchasing decisions. Therefore, advertisers spend millions each year to familiarize the consumers with their product attributes and brand image. This growth can be greatly devoted to perceptions created by bottling companies through their advertisement and promotion of their water as "pristine" and with "healing" attributes.
The research purpose of this paper is to identify and gain a better understanding of factors that influence consumers the most when selecting a brand of bottle packed water.
The research objective is to analyze the main factors based on the consumer's preference and valuation. The findings will contribute to the bottling water industry, particularly in understanding the factors that customers consider when choosing their water brand. This study will contribute to the water processing and packaging manufacturers by showing them how to efficiently utilize the use of their resources in meeting the needs of their consumers.
Literature Review
Bottled water consumption has been an increasing global trend during the last decade. Development activities and improved living standards play an important role in increasing the trend of bottled water sales and consumption, which is why there is an increased number of bottled water distributors and sales points. Although this increase in many bottled water producers can be attributed to the market demand and technological modernization, and the fact that consumers migrate from one brand to another is significant, it indicates that there are factors that affect the consumer's decision when choosing one particular brand of bottled water. The brand name of the water company is a fundamental indicator of the success of the water processing companies. According to Keller (Keller 1993) , the brand name is a very significant choice, because it sometimes captures the central theme or key association of a product in a very condensed and reasonable fashion. Some authors (Aker 1991; Keller 1993) argue that the set of associations that consumers have for a brand is an important component of brand equity. Such brand associations include both user imagery and psychological benefits. Many consumer researchers (Escalas & Bettman 2003; Setterlund & M.Niedenthal 1993) have found that people choose situations including products and brands by imagining the prototypical users for each item in the choice set and choosing the item that maximizes their similarity to a desired prototypical user. In addition to the brand name, another important factor for bottled water is the taste and odor. The importance of the latter is recognized for drinking water; therefore, many people prefer bottled water simply because of its taste and odor (Foote 2011) . Bottled water, packed in a dedicated source or plant, may have a more consistent taste than tap water, which comes from surface sources and must travel through pipes to reach homes (EPA 2005) . Therefore, the perception of water quality is an important factor when choosing the bottled water to drink. On the other hand, the influence of the price factor on the customer's choice of bottled water brand is the key rational factor influencing the brand choice. In fact, for some customers, the price is the main factor when choosing the bottled water brand. For most, however, there is a direct trade-off between price and quality and, according to Mullarkey (2001) , customers will pay a higher price if the brand is of sufficient quality. Some customers sense value if the price is low, whereas others perceive value if a balance exists between quality and price. In other words, the factors of perceived value can be weighted diversely depending on consumers. Building trust in customers through fair pricing has a positive long-term effect. Another important factor noted by several authors is the packaging of the product, with its different functionalities to ease and to communicate with consumers. There is no doubt about the increasing importance of packaging as a strategic tool to attract consumers' attention and their perception of the product quality (Deliya & Parmar 2012) . Packaging materials and shapes are also found to attract attention; in fact, pictures on packages are emphasized to attract attention particularly when consumers are not very familiar with the brands (Vieira 2015) . Authors like Silayoi and Speece (Silayoi 2007) argue that packaging innovations should be designed in such a way that the product can be handled without damaging the quality of the contents; furthermore, Deliya & Parmar (2012) add that packaging should also be designed to promote product sales. Innovative packaging may add value to the product if it meets a consumer need, such as portion control, recyclability, tamper proofing, child-proofing, easy-open, easy-store, easy-carry and non-breakability (Deliya & Parmar 2012) . Advertising is also an important marketing element in the bottled water industry and everyone should realize the role that advertising plays in modern life (Kotler 2012) . In today's dynamic world, it is almost impossible for advertisers to deliver an advertising message and information to buyers without the use of advertising. Certainly, this may be because of the globalization and accessibility of hundreds of channels for the viewers of this modern era. Today, people mostly rely on advertisements rather than other sources (Zhang 2015) . Consumers are spending all that extra money on billions of gallons of bottled water because they have bought into the beverage industry's marketing magic that water in a plastic bottle is safer and healthier than tap water (About Food & Water Watch 2007) According to Collins and Wright (Collins & Wright 2014) , advertisements represent bottled water as being a healthy alternative to tap water. The bottled water industry has become extremely profitable over the last decade; therefore, the consumer experience with a product is a significant factor. From all aforementioned factors, the main ones continually highlighted and defined as significant by the authors in regard to bottled water are:
• Since consumers must choose between many bottled water brands, they are always challenged to consider not one but several factors before choosing their brand of bottled water. For most of aforementioned researchers, depending on the location where the study was conducted, findings were always different from each other. Therefore, researchers cannot always identify and define universal factors that will influence all customers in choosing their bottled water and this phenomenon occurs mainly because of the following circumstances:
• Differences in the environment and the circumstances where the water is processed and bottled; • Differences in the attitude and behavior of consumers where the bottled water is sold.
The fact that influential factors in choosing any particular bottled water brand may be different depending from the environment, conditions and circumstances where the water is sold increases the importance of the study and therefore is another reason why each market deserves attention.
Research Methodology
The methodology of this research study is quantitative. The data were obtained through a survey of random consumers from Kosovo. The survey was conducted with the help of fifteen volunteer students from the Marketing Department at the Faculty of Economics, Hasan Prishtina University of Prishtina. The very same students have participated in a pilot study of the questionnaire, because of which the questionnaire was refined and corrected. Consumer participation in the interview was completely on a voluntary basis and in cases when respondents didn't answer, additional respondents were approached.
This study focuses on consumers in Kosovo, selecting the largest cities (included in this study) with a total population of 940 743 according to the Kosovo Agency of Statistics (ASK 2017). The number of questionnaires was calculated according to the Yamane formula (Yamane 1973):
Based on the sample size calculations, the result we obtained was = 399.94 ≈ 400. Regarding the size of the sample (Tabachnick & Fidell 2007) , advise that 50 cases are very poor, 100 is poor, 200 is fair, 300 is good, 500 is very good and 1 000 or more is excellent.
As a result, we collected a total of 500 questionnaires, which means 100 more questionnaires than the sample size number; this also in compliance with the advice of Tabachnick and Fidell.
The survey was conducted in a 1-month period from July to August 2017. The factor analysis is based on a correlation matrix using the principal component extraction method with a varimax rotation and a Kaiser-Meyer-Olkin adequacy test. The purpose of these analyses is to eliminate irrelevant factors or those that have less impact. The results were presented in the tables for statistical analysis and interpretation. The analysis was conducted using the SPSS program version 20.0 for the Windows OS.
Factor Analysis
The initial factors that were used in the questionnaire were originated mainly from a review of literature, discussions, interviews and consultations with experts in the field. Our initial factors derived from the perspective of consumers and bottled water manufacturers. A principal component analysis approach was used to reduce a large set of factors to a smaller number of underlying factors called the principal components (or factors) that enable the comparison and interpretation of the same later. The extracted factors were interpreted according to their correlation with their initial variables and then the analysis enabled us to synthesize the information contained in those variables by identifying the most important ones. After the execution of the analysis, to decide about whether we should keep all the variables in our model or eliminate any, first we have studied the variables to identify the ones that are poorly correlated with all the other variables.
The correlation coefficient takes values from -1.00 to 1.00 and calculates whether there is a relationship between variables and what level. For example, the figure shows that there is a strong positive relationship of 0.739 between local water brand variables with that of the international brand and a weak negative relationship of -0.139 between the local brand and alternative water sources (see Table 1 ).
Since we have identified several such variables in our model, before we made any decision, we also ran the Kaiser-Meyer-Olkin measure and Bartlett's Test of Sphericity that told us whether the overall correlation between the initial variables is strong enough or not. .000
The KMO value is .746, which means that our sampling adequacy is medium. The p-value of Bartlett's test of sphericity is lower than 5%; therefore, we refuse the null hypothesis and conclude that the correlation among variables in our model is significant.
The measure of how much of the variance for the observed variables are explained by a factor is known as the Eigenvalue. Feild (2009) explains that an Eigenvalue that equals to or greater than one describes more variance than a single observed variable. Exploratory factor analysis in our data leads to the identification of six factors the Eigenvalues of which are > 1 and explain 64% of the variation out of twenty-four initial variables that we had in the beginning (see Table 3 ).
Deciding on how many factors need to be retained is known as extraction (Feild, 2009) . For the extraction process, we have applied the so-called Kaiser criteria, according to which only the factors the Eigenvalues of which are higher than 1 were retained. We have also reviewed the Evrard extraction criteria, according to which the component that corresponds with the turning point in the screen chart signifies the last variable that should be included and retained for the final solution (see Figure 1) . The plotting of each Eigenvalue against the associated factor on a graph is known as a scree plot.
This way, our final solution contains the correlation coefficient of six extracted components (factors) out of twenty-four initial variables, which are coded with numbers from one to six. From the component Matrix in Table 4 , to get a clear factor structure and to ensure that we have no significant cross-loadings, as Feild (Feild 2009) has explained, we have applied a varimax factor rotation analysis, the results of which are shown in Table 5 .
As we have requested from the application, only coefficients with an absolute value greater than > .55 are presented.
The analysis resulted in a clear factor structure, and, as a conclusion, we came to these points:
1. The first factor is cross-linked with the variables that have to do mainly with Quality, like the source of water, packing design, packing volume and product advertisement. 2. The second factor is cross-linked with variables related with Marketing, like promotion, brand recognition and water composition.
3. The third factor is cross-linked with variables that have to do with Consumer Perception, like the local brand, international brand, has the water having healing properties and preferences. 4. The fourth factor is cross-linked with variables that have to do with Price, like price and quantity. 5. The fifth factor is cross-linked with variables that have to do with Preference: availability in the shop, the diversification of the same brand and consumption on daily bases. 6. The sixth factor is cross-linked with variables that have to do with Practicality: handy packaging and the water being easy to carry around. 
Discussion and Conclusion
This research intends to contribute to water treatment producers in Kosovo by providing new knowledge to bottled water producers, positioning themselves in the new competitive environment. Survey findings have been analyzed to find out what are the factors that customers consider most when choosing a brand of bottled water. The results of the study were achieved through a letter-based paper with random clients in Kosovo. Of the twenty-four variables extracted from the literature review using the exploratory factor analysis, we have identified the level of significance of each individual variable and thus have taken six important factors that affect it.
People who buy bottled water are affected by the brand, water quality and packaging. It is important that these factors be maintained in the drinking water business. Entrepreneurs in that business need to ensure that their companies are working well for these factors. First, they should offer an attractive, consistent and well-known brand of their product to consumers. Second, they should ensure that the novelty of water treatment can improve product quality while maintaining the taste and good smell of water. After that, they also should worry about packaging the product (the bottle in this case). Based on the above findings, people like to have bottles that are easy to carry, store and open.
In conclusion, the findings recognize the literature review, namely that the factors such as Quality, Marketing, Consumer Perception, Price, Preferences and Practice are the main factors influencing customer decision-making when choosing a brand of bottled water. Water bottle manufacturers, in designing their marketing plans and strategies, will focus more on considering factors like Quality, Marketing, Consumer Perception, Price, Advantages and Practices to generate profit and be successful in the operating their businesses.
